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ABSTRAK 
Katarina Devania Citta Pramono. 1423014031. Strategi Komunikasi Public 
Relations PT. Angkasa Pura II dalam Membangun Corporate Image melalui 
“Pesona Gerbang Indonesia” Terminal 3 Bandara Internasional Soekarno-
Hatta. 
 
Bandara Internasional Soekarno-Hatta merupakan bandara tersibuk 
nomor satu di Indonesia. Bertempat di wilayah Ibukota Jakarta, bandara ini 
memiliki tiga terminal yakni Terminal 1, Terminal 2, dan Terminal 3. Dari 
ketiga terminal ini, Terminal 3 memiliki bentuk arsitektur yang berbeda. 
Tak hanya dari segi bangunan, fasilitas dan bentuk sarana prasarana yang 
dimiliki Terminal 3 tergolong lebih eksklusif. Tidak semua maskapai 
tersedia di terminal ini. Garuda Indonesia merupakan satu-satunya maskapai 
milik Indonesia yang berada di Terminal 3 Bandara Internasional Soekarno-
Hatta. 
Dalam penelitian ini, peneliti menggunakan metode penelitian 
studi kasus dengan penelitian kualitatif. Hal yang mendukung metode ini 
ialah peneliti melakukan wawancara, observasi, dan dokumentasi. Hasil dari 
penelitian ini menunjukkan adanya strategi komunikasi public relations PT. 
Angkasa Pura II dalam membangun corporate image-nya. Adapun tahapan 
tersebut ialah fact finding, planning, communicating, dan evaluation. 
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ABSTRACT 
Katarina Devania Citta Pramono. 1423014031. Communication Strategy of 
Public Relations PT. Angkasa Pura II in Building Corporate Image through 
“Pesona Gerbang Indonesia” Terminal 3 of Soekarno-Hatta International 
Airport. 
 
 
 Soekarno-Hatta International Airport is number one busiest 
airport in Indonesia. Located in the Capital Region of Jakarta, this airport 
has three terminals namely Terminal 1, Terminal 2, and Terminal 3. From 
all of these terminals, Terminal 3 has different architectural forms. Not only 
in terms of buildings, facilities and forms of infrastructure owned by 
Terminal 3 is more exclusive. Not all airlines are available in this terminal. 
Garuda Indonesia is the only Indonesian-owned airline located at Terminal 
3 of Soekarno-Hatta International Airport. 
 In this study, researchers used case study research method with 
qualitative research. The thing that supports this method is the researchers 
conduct interviews, observation, and documentation. The results of this 
study indicate the existence of public relations communication strategy of 
PT. Angkasa Pura II in building its corporate image. The stages are fact 
finding, planning, communicating, and evaluation. 
 
Keywords: Public Relations Communication Strategy, Corporate Image, 
PT. Angkasa Pura II 
 
